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Abstract
The article presents geolocation as a modern form of communication with consumers, which is based on 
new methods of sending information. This modern technological solution is increasingly used by enterprises 
in various industries, including retail entities. It has a very wide range of applications from the perspective 
of marketing activities of trade entities. Geolocation can be used in the process of the analysis, planning and 
implementation of the marketing activities accompanying market research, the segmentation process or the 
composition of marketing mix tools. The article applies secondary research in the form of a critical analysis of the 
literature, including the analysis of activities of selected entities who are leaders in the application of geolocation.
Introduction
In recent years we have seen an increase in the importance of marketing activities 
among Polish retailers based on geolocation, which is a modern form of commu-
nication with consumers. It is useful for the identification of customers’ features, 
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the recognition of their needs in real time, offering new products and services, and 
strengthening customers’ loyalty. The opportunities it offers can be applied by retail 
trade shops. These entities are cooperating increasingly frequently in this sphere to 
provide mutual advantages.
Geolocation, which refers to the determination of location through a mobile 
phone, is also becoming increasingly popular in Poland. Strong competition is forcing 
stores to start applying this innovative technology to maintain current customers and 
acquire new ones. The scope of its application is influenced by many factors. Deter-
minants that favour the development of geolocation in Poland include the increasing 
number of smartphones and Wi-Fi hotspots, and growth in the recognisability and 
use of geolocation applications. It is a new challenge for Polish retailers.
The first part of the paper presents the essence of geolocation and its functional-
ity in the context of its most important benefits and the areas of its application. The 
grounds for the application of these solutions as well as the determinants favouring 
and hindering the application of geolocation in Polish conditions are outlined. The 
second part describes examples of the use of this tool in the retail trade in Poland.
1. Definition of geolocation and its functionality 
Geolocation is the process of finding, determining and providing the exact loca-
tion of a device on a map thanks to its geographical coordinates and measurements. 
It is generally used in a variety of applications to help locate human users (Dubos-Le 
Cadre, 2016, p. 10). According to Kieżel and Reformat (2015, p. 1), geolocation 
is a marketing innovation in the sphere of communication associated with techno-
logical and process innovation, consisting of new methods of information transfer. 
It is a solution increasingly more often applied by enterprises from various trades, 
including retail trade entities (Kern, 2018, pp. 21–22).
The use of geolocation is now available inside stores (indoor positioning sys-
tem). For retailers, it represents new sales opportunities and a way to strengthen 
their relationship with their customers. Geolocation allows for the determination of 
the geographic location of people or things, usually with the use of the GPS or IP 
address of the device, for example, a mobile phone or a tablet computer (Triukose 
et al., 2012, pp. 158a–167; Notomi et al., 2015, pp. 38–41; Komosny et al., 2017, 
pp. 333–344). To establish location, geographic coordinates or address data, the post 
code, city or street, for example, are used. It can also be done on the basis of the 
visibility of other objects of known position, for example, base stations via mobile 
phone or Wi-Fi routers (Kang et al., 2015, pp. 210–217).
IP geolocation technology has a wide range of applications and requirements as 
its basis. For instance, after obtaining the geographical location of users with IP geolo-
cation, the Internet service providers (ISP) can present their offers. It is worth adding 
that many online services will benefit from knowing the geographical locations of 
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their users. From the perspective of the marketing activity of trade enterprises, this 
modern technological solution has a very wide spectrum of applications (Kucharska, 
2013, pp. 110–111; Taylor & Levin, 2014, pp. 759–760).
Geolocation can be applied in the process of the analysis, planning and imple-
mentation of marketing activities accompanying market research, the process of 
segmentation or the composition of marketing-mix tools. This is a perfect instrument 
for collecting information about the buying habits of consumers, shopping places 
preferred by them or tracking their typical “routes” (Coy, 2014, pp. 78–85; Reformat, 
2017, p. 2127).
The possibility to present information that is interesting for a particular person 
and that depends on location and his or her features and preferences (e.g. a part of 
a map or advertising news from the area nearby) is one of the important functional-
ities offered by geolocation, which enables an offer to be directed at target segments 
(Kieżel & Reformat, 2015, pp. 2–3). Moreover, geolocation also makes it easy to find 
a route between two places or an address (e.g. city, street and building number) using 
geographic coordinates. With the knowledge of the consumer’s location, retailers 
can make decisions and communication activities in the sphere of sales, distribution 
and customer service in a more effective and efficient way. This information has to 
be exploited by retailers in order to stay competitive and to enhance the customer 
experience and operational efficiency (Deloitte, 2018, pp. 27–29).
Geolocation-based solutions are developing in Poland very quickly and in a di-
versified manner (McKinsey, 2016; Pearson, 2016; Frant, 2018, pp. 190–192). This 
is demonstrated, for example, by the implementation of the global positioning system 
(GPS), which is a system that determines the location of people or things in large 
buildings (Dubos-Le Cadre, 2016, p. 10). The actions of retailers based on geoloca-
tion involve the use of applications which offer discounts, promotions and attractive 
offers (H&M, Reserved, Starbucks, Sfinks, C&A and others), and also small and 
local businesses (e.g. in the service or gastronomy industries). The major advantages 
of these applications include the possibility of precisely reaching a particular user, 
their convenience and also their speed of reaction.
2. Examples of the use of geolocation by retailers in Poland 
2.1. QR code and mCoupons
The application of geolocation by retailers is a combination of promotional ac-
tivities and consumer activity. Mails, SMS and MMS messages are mainly used here. 
This is why geolocation is one of the most frequently used functions of smartphones 
and tablets (Reformat, 2016, p. 47). While logging into the application, a particular 
person receives notifications concerning current commercial, service and promotional 
offer in the places nearby. Information is displayed in a synthetic way; the user does 
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not need to look through web pages but the entirety of the communication is visible 
simply by scrolling through the content of the screen. 
Some types of software allow for sending promotional codes (QR) or discount 
vouchers to customers that authorise them to make a promotional purchase. A QR 
code is a small square dot matrix barcode that can be captured by the camera of 
a mobile phone and then decoded by software on the phone, known as a QR code 
reader, to execute specific tasks (Cata et al., 2013, pp. 1–7) (Figure 1).
Figure 1. Example of QR code
Source: (Jang et al., 2016, p. 13).
An innovative widespread practice of retailers in Poland involves smartphone 
applications that allow for the scanning of bar codes of products found on store 
shelves (Chwałek, 2014, p. 94; Malinowska, 2016, p. 47). As a result, customers 
can almost immediately find what others think about the products and gain access to 
the special price of the product, offered only with the downloaded application. For 
example, the clothing retailer h&M is certainly well-versed in such mobile apps. The 
store has a dedicated website for both smartphone and tablet users, and they have 
run countless mobile ad campaigns designed to attract the attention of their target 
audience. Recently, the store has launched a multi-channel effort that combines print 
advertising with mobile and e-mail marketing.
A special form of promotion are QR codes, which allow you to make cheaper 
purchases by entering a generated character set when placing an order. For many 
stores, this is a popular incentive to get customers to come back for more products 
(Mazur & Mazur, 2014, p. 196). 
In practice, many retailers in Poland are encouraging new customers to sub-
scribe to newsletters, and then by e-mail sending them a seasonal discount code 
encouraging them to visit the store and learn about the new offer. On the websites 
of various retailers, consumers can find the discount codes they are most interested 
in. By choosing from a rich list of proposals prepared by stores from various sectors, 
the consumer can choose those that will help him or her save on current purchases 
(Su et al., 2014, pp. 40–46).
An interesting form of implementing QR codes is provided by companies spe-
cialising in services. In this industry, the code entitles the customer, for example, to 
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cheaper taxi travel or a meal with home delivery at a lower price. Discount codes 
have a definite date of use and because they are sometimes attached to customer 
purchases as a kind of gift, to use them you have to make it before the specified 
time. The QR code for all products priced by the retailer is a double profit for the 
customer, because he or she pays less due to the discount and then pays less again 
after entering the code. This extremely convenient form of promotion is found in 
many stores in Poland, so it does not matter what the customer wants to buy because 
in every assortment field, as well as in services, you can take advantage of such 
a discount (Figure 2).
Figure 2. Example coupons (QR code)
Source: (How to create one-time…, 2018).
An alternative to QR Codes are mCoupons, which usually guarantee a certain 
amount that consumers can save by choosing to shop at a particular store. Accord-
ing to Fuchs et al. (2017, p. 327) the notion of an mCoupon represents specially 
prepared promotional information sent in the form of an SMS or MMS message 
to a specially selected, narrow group of recipients. Using the list of products or 
services prepared on the website, the customer does not have to buy what he does 
not need at the moment just to take advantage of the short-term discount. having 
access to all codes and mCoupons on the Internet, he can choose only those that 
will interest him.
An important benefit of mCoupons is the lower amount that the customer will 
ultimately pay for selected products (Sławińska, 2016, p. 57). SMS or MMS messages 
are precise information carriers, thanks to which the moment at which a particular tar-
get group receives the promotional mCoupon that was sent can be precisely defined. 
Its determination is possible thanks to special T-Mobile transmitters, the so-called 
BTS (base transceiver station) (Barrile et al., 2009, pp. 775–784) (Figure 3). Thanks 
to them, the chance that the promotional offer will reach the group of recipients of 
interest for the sender and in their particular location is higher. The use of BTS in 
retail trade in Poland increases year on year.
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Figure 3. Base transceiver station (BTS)
Source: (Rozpoczęła się kampania…, 2014).
Through mCoupons, interactions with consumer are enhanced (e.g. through their 
participation in a consumer lottery immediately after leaving the cash desk). This is 
because mCoupons allow a link to be placed in their message redirecting to a selected 
webpage. Thanks to such solutions, it is practically possible to involve the user and 
strengthen their interaction with a particular product, service or brand immediately.
The promotion offered by retailers in Poland using geolocation tools may have 
a different form, starting from a price discount on a selected assortment and ending 
with a specific amount which is deducted from the purchase of the entered code. 
These amounts are different and depend on the range of the store. This convenient 
form of promotion is found in many stores in Poland, so it does not matter what the 
customer wants to buy because in every assortment field, as well as in services, you 
can take advantage of such a discount.
2.2. Augmented reality in trade retail
Another important option for the retailers in Poland is the technology based on 
Augmented Reality (AR). AR is a way to increase the current perception of reality 
through generated computer stimuli, such as sound, video or graphics. Information 
appears as an “overlay” to the real world – we see it through webcam, smartphone, 
tablet, etc. (Malinowska, 2016, pp. 47–48). Using this advanced technology, con-
sumers can now “virtually touch” or at least experience digital 3D visualisation of 
the product in the real environment without leaving home.
AR has practical applications in many retail sectors (clothing, gardening, cosme-
tology, automotive sectors, furniture, etc.). This technology encourages consumers to 
buy more through their mobile phones and tablets, and reduces the need to visit the 
store and wait for delivery to actually view the product in the intended environment. 
For example, a customer interested in professional furniture for his apartment can, 
by scanning his interior using a smartphone or tablet, send his photo to a qualified 
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interior designer who chooses from the store’s assortment all the equipment and 
“arranges” his individual rooms with 3D models of furniture in 1:1 scale. Using this 
modern mobile application, the client can check how the piece of furniture fits into 
their entire interior. All they have to do is drag the 3D model with their finger on the 
screen of their phone or tablet (Figure 4).
Figure 4. AR and its application in the furniture sector
Source: (Wallace, 2018).
The opportunity to see the furnished interior of the apartment makes it easier for 
the customer to make the right decisions related to his device. This is an important 
benefit for consumers but also for sellers who, thanks to this technology, see a dras-
tic fall in the returns of purchases made by customers. At the same time, satisfying 
this type of innovative consumer need should be considered a significant challenge 
for retailers in Poland. A well-known example of AR in retail is the “IKEA Place” 
application (Figure 5).
Figure 5. Example of the “IKEA Place” application available in the App Store
Source: (Plummer, 2018).
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Thanks to this application, customers can place three-dimensional models of 
more than 3,200 pieces of furniture in their homes (Plummer, 2018). 
Nowadays, many shops in Poland offer similar opportunities to try out products 
using AR. For example, since 2014, L’Oreal drugstores have had the “Makeup Gen-
ius” App (Figure 6).
Figure 6. New application of L’Oreal stores “Makeup Genius” App
Source: (Nowa aplikacja L’Oreal…, 2014).
Through this new application, customers can see the effect of different cosmetics 
before buying. This allows consumers to see what a cosmetic looks like after appli-
cation. It is also possible to purchase a selected product directly from the application 
level (Nowa aplikacja L’Oreal…, 2014).
The examples presented in the article only address the selected aspects of activ-
ities that exploit the potential of geolocation, but their analysis indicates that they 
constitute extremely useful innovations in the retail trade.
Conclusions
In summary, it should be noted that the challenges in using geolocation in Poland 
enable retailers to clearly distinguish themselves with the offer on the market, more 
precise access to customers, the personalisation of messages and establishment of 
long-term relationships with the customers. Geolocation enables the presentation 
of commercial offers to consumers in the right place and at the right time, which 
constitutes their fundamental advantage and benefit. Thanks to this, they are gaining 
increasingly more interest in Poland. From the marketing perspective, Poles use 
geolocation tools mainly for the purpose of searching for store offers and service 
providers, which enables them to find discounts and compare offers.
Information and communication technologies, including geolocation are be-
coming a determinant of modern retail trade and a way to reach the customer more 
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effectively. This is being facilitated by dedicated mobile applications with appro-
priate software, which enable interaction with customers. Thanks to this, consumers 
have the opportunity to broaden their knowledge, share it and promote it in their 
environment.
With knowledge of the broadly understood consumer location, retailers can make 
decisions and communicate in the area of sales, distribution and customer service in 
a more effective and efficient way.  It is of help in the following areas: 
–  analysis of demand and competition;
–  use of micro-geographic criterion in the process of segmentation and creation 
of profiles of buyers’ segments;
–  analysis of consumers’ behaviours in a particular area;
–  analysis of buying habits and their movement, e.g. between stores in shopping 
centres;
–  finding and selection of customers in particular areas;
–  optimisation of the network of middlemen;
–  rationalisation of distribution channels;
–  making decisions about the location of a new commercial outpost;
–  intensification of movement in a retail store;
–  stimulation of sales (e.g. special discounts for people who go past a particular 
shop);
–  planning digital advertising campaigns;
–  optimisation of loyalty programmes (e.g. bonus discount vouchers for the 
most loyal customers).
It follows from the above that the use of geolocation by retailers has many ad-
vantages. It should be noted, however, that many consumers in Poland, especially 
older ones, do not have sufficient knowledge to use geolocation services and often 
also do not have the motivation to learn to use them, which leads to self-exclusion 
(“it’s not for me”). It is worthwhile to discuss this issue and address the following 
question: What should be done to change this situation in the near future? 
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